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LA Fashion District BID Board of Directors Meeting 

Thursday, December 15, 2016 Following Annual Meeting 

Ace Hotel 


AGENDA 


I. Public Comment 

II. Welcome & Introductions 


III. ACTION ITEM: Motion to Approve Minutes, November 17, 2016 Attachment 1 


IV. Executive Director’s Report (15 mins) 

a. Board Election Results 

b. ACTION ITEM: Motion to Approve PTO Proposal 

c. Sidewalk Vending Update 

d. Updated DASH routes 

e. Retail Report 

f. Renewal of CCA Membership & Treasurer’s Sponsorship 

g. 2017 Calendar of Meetings (handed out at meeting) 


Attachment 2 

Attachment 3 

Attachment 4 
Attachment 5 


V. Clean & Safe - Operations Report (5 mins) 

a. Operations Holiday Lunch - December 16 th at noon at CMC C855 

b. RFP for Safety Services Update 

c. Cleaning Update 

d. ACTION ITEM: Motion to Approve Parking sub-lease Attachment 6 


VI. Image & Communications Report (2 mins) 
a. Winter Wonderland on 1 1 th Street 


VII. BID Renewal (2 min) 

a. First Meeting, January 17, 2017 at 10:00 a.m. 

VIII. New Business 


Next Board Meeting Date: 

Thursday, January 19, 2016 at 11:45 a.m. 

The agenda and information materials are available for review in the BID office at the 
address below. 


The agenda and information materials are available for review in the BID office at the address below. 

As a covered entity under Title II of the Americans with Disabilities Act, the City of Los Angeles does not discriminate on the basis of disability 
and upon request will provide reasonable accommodation to ensure equal access to its programs, services, and activities. Sign language 
interpreters, assisted listening devices, or other auxiliary aids and/or services may be provided upon request. To ensure availability of services, 
please make your request at least 3 business days (72-hours) prior to the meeting by Kent Smith at (213) 488-1153 x 712. 


1 10 E 9 th Street, Suite A 1 175, Los Angeles CA 90079 p (213) 488-1 153 f (213) 488-5159 www.fashiondistrict.org 
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LA Fashion District BID 
Board of Directors Meeting Minutes 

Thursday, November 17, 2016 

Board Members Present: Linda Becker, Mark Cohen, Jorge Flores, Matthew Haverim, Steve Hirsh, Elisa Keller, 
Lisa Korbatov, Yul Kwon, Bradley Luster, Debbie Welsch, John Van Den Aker 
Guest Present: Kayhan Shakib - Shakib Properties 


The meeting convened at 12:06 PM. 


I.Public Comment 


II. Welcome & Introductions 

III. ACTION ITEM: Motion to Approve Minutes, Sept. 22, 2016: The Board approved Minutes 

from Sept. 22, 2016 by unanimous decision. 

IV. Convene to Closed Session for Santiago Litigation Update and Reopen Session to Meeting: 

Elisa Keller moved to adjourn the meeting to closed session. Debbie Welsch seconded. The 
motion was approved by unanimous decision. The Board was given an update by the Attorney 
on the Santiago litigation. Mark Cohen moved to reconvene the Board of Directors Meeting. 
Matthew Haverim seconded. The motion was approved by unanimous decision. 

V. Personnel Committee Report 

a. ACTION ITEM: Motion to Approve 2016 Holiday Bonus & 2017 Salaries: The Board 
approved 2016 Holiday Bonus & 2017 Salaries by unanimous decision. 


VI.Finance Report: Rena Leddy reviewed the proposed 2017 budget with the Board of Directors 

noting reductions in the Image & Co mm unications Budget by removing pedestrian studies and 
interns. As decided by the Board last year, tree trimming is delayed until 2018. The proposed 
2017 budget is less than 2015’s by $350,000. Mark Cohen announced that the Finance 
Committee recommends approval with the proposed reductions. 

a. ACTION ITEM: Motion to Approve 2017 Annual Budget: Linda Becker moved to 
approve the proposed 2017 Annual Budget. Lisa Korbatov seconded. The motion was 
approved by unanimous decision. 

b. ACTION ITEM: Motion to Approve 2017 Annual Planning Report to City of LA: 

Debbie Welsch moved to approve the 2017 Annual Planning Report for submission to the 
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City of LA. Mark Cohen seconded. The motion was approved by unanimous decision. 

VILClean & Safe - Operations Report: Rena Leddy reported that interviews were held with three 
potential security vendors: Securitas, Allied Universal, and Street Plus on November 16 th , 

2016. The interview committee has narrowed the field down to two vendors. BID Management 
staff is closely analyzing the proposals looking at long-term effects on annual budgets. Action 
on this item is tabled until a future meeting. 

VIII. Image & Communications Report: The 2016 Urban Dinner Party budget is being finalized. LA 

Fashion District banners are in the permit phase. Ariana Gomez informed the Board that the 
Santee Winter Wonderland pop-up has been delayed due to an unexpected cost of $3000/ day 
for LADOT costs. Council District 14, Office of Jose Huizar, is currently assisting the BID to 
ensure this community event can take place. 

IX. BID Renewal: Linda Becker presented the two replies to the RFP for a renewal consultant from 

Urban Place Consulting and Devine Strategies. She recommended selecting Urban Place 
Consulting. 

a. ACTION ITEM: Motion to Approve Contract with Consultant: Brad Luster moved to 
approve selecting Urban Place Consulting for BID renewal. Matthew Haverim seconded. 

The motion was approved by unanimous decision. 

X. Executive Director’s Report: Rena Leddy announced the BID Annual Meeting would be December 

15, 2016, at 11:30 am at Ace Hotel. 

a. ACTION ITEM: Motion to Approve Hoxton Hotel Support Letter: Debbie Welsch 
moved to approve submitting a letter of support for Hoxton Hotel. Linda Becker seconded. The 
motion was approved by unanimous decision. 


The meeting adjourned at 2:1 7 pm. 
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EXECUTIVE DIRECTOR'S REPORT 

December 15, 2016 


ADMINISTRATION 
Safety Downtown 

Leddy met with the other downtown BID directors to discuss the uptick in violent crime 
downtown (perceived and real). There was a representative of the police department at the 
meeting. The BIDs agreed that a public information campaign around safety might be needed. 
The BIDs are also gathering data regarding violent incidents which will be presented at a 
meeting with the Chief and/or Mayor. 

Sidewalk Vending 

The Public Works Committee of the City Council drafted a framework for a proposed permitted 
sidewalk vending ordinance. The framework shows that the Council listened to the BIDs and 
Small Business Coalition. However there are a number of items that are outstanding that still 
need to be addressed by the City before the BID can support the proposal. The Framework is 
below: 

Regulations: 

• Hours of Operation 7 a. m. - 9:00 p.m. 

• Liability Insurance indemnifying property owner, city, BID 

• Cannot conflict with special event permits, including filming and farmer's markets 

• Not allowed 1 hour before and after events at large venues within one block 

• A portion of the permit fees would be allocated to the BID, if permissible 

• Ability for property owners, neighborhood councils, to initiate a petition to create 
additional rules or prohibit vending with a 20% threshold if there are extenuating 
circumstances (i.e. crowded sidewalks along Hollywood Blvd). 

• Each permit can be for 3 locations, stationary locations only 

• 2 sidewalk vendors per block 

• Removing misdemeanor penalties, instead establishing graduated penalty structure of 
fines, confiscation of property & permit suspension or revocation 


Differences for Commercial vs. Residential 

Commercial 

• 2 vendors per block face, must be ADA compliant 

• Stationary only 

• Property Owner consent required 

• Enforce by BSS and LAPD, if violations are observed 
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• Required to keep 10 foot surrounding area clean, trash can 


Residential 

• Roaming only, cannot be stationary for more than 5 minutes 


Items that the BIDs and Small Business Coalition are asking for or need clarification on: 

• What are the permitting requirements? How does the City determine who gets a permit 
and who doesn't? Under what circumstances is a permit denied? 

• Is it an annual permit? What is the cost? 

• Will the vendor be required to show proof of insurance indemnifying the property 
owner before receiving the permit? What if the insurance lapses? Will the permit be 
revoked? Who will check the status of the insurance? 

• We are demanding that there be no appeals process. In other words, if the permit is 
denied, the vendor may not apply for the decision to be reversed. 

• What is the rationale for 3 locations per permit? We'd like to push for one location per 
permit. If allowing 3 locations per permit, we are demanding that the permits are given 
to individuals only; not companies. 

• 2 sidewalk vendors per block face: does this mean per block or per side? 

o What if the block is short? 

o There should be a minimum distance between vendors. 

o There should be a minimum distance between vendor and a brick and mortar 
store selling the same product 

• What are the standards for merchandise carts? What will they look like? Tables, official 
carts? 

• How is a "large venue" defined? 

• Who will enforce sidewalk vending after business hours and on weekends? 

• Are the hours of 7 a.m. to 9 p.m. acceptable to the Fashion District? 

• The requirement to keep 10 ft. surrounding area clean with a trash can should also 
include that they must remove this trash daily and cannot leave it on the property or 
put it in the property owners' trash bins, unless agreed by the property owner. 

• How often are there inspections of the carts for safety and regulation compliance? 

• Will vending regulations be monitored proactively or complaint-driven? 

• Will the city have the ability to confiscate unpermitted food vending materials or must 
County Health be present to confiscate? 

• How easy or difficult will it be for a property owner or business owner to file a complaint 
if the vendor is in violation and get a quick resolution? 

• Will there be a process to withdraw property or business owner consent if the vending 
proves to be disruptive? 

• "Special vending district" language for establishment is ambiguous and gives great 
concern. We believe the process to establish a special vending district should be 
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straight-forward and clear. The 20% threshold should be retained but the vague 
language removed. If a councilmember initiates a special vending permit will it require a 
committee hearing? 

DTLA 2040 

Leddy met with Tanner Blackman of Kindel Gagan. We discussed the DTLA 2040 Plan (the 
Downtown Community Plan) and how the Fashion District needs to be involved in the 
formation of the plan. In thinking about the DTLA 2040 plan - what do we want to see in the 
plan? How do we feel about what's in the proposed plan and how do we influence it? The BID 
will host a meeting in the New Year with Bryan Ek to explore these questions. 

CCA Executive Committee Meeting with Councilmember Curren Price 

Leddy attended the CCA Executive Committee and heard from Councilmember Curren Price 
about upcoming developments in his district and his new street vending regulation framework. 
Councilmember Price said that his district, as part of the larger Downtown, is one of the few 
areas in the city that wants development. In addition to discussing the Convention Center 
renovation, he spoke at length about the new Reef development, its local hiring and community 
benefits and the positive impact it will have on the surrounding community. Price also talked 
about the new LAFC football stadium, The Fig residential development and the Village at USC. 

He commended the projects for their commitment to hiring a large number of community 
residents, providing affordable housing and their wage structure. Price also discussed his 
framework to regulate vending of food and merchandise on the City's sidewalks. He 
acknowledged CCA's advocacy on this issue and influence on the process. Details, such as how 
an area can opt out of a vending area will be determined in future discussions, Price said. 


Public Safety and Homeless Encampments 

Leddy was invited to a meeting at CCEA/DID BID. The Deputy Mayor of Public Safety Jeff Gorell, 
as well as representatives from police, fire, the Mayor's homeless advocate, and Kurt Knecht, 
from the City Attorney's office were present to discuss the out of control homeless 
encampments. According to Gorell, $140 million was spent this year out of the general fund to 
combat homelessness. The City's response to the questions from the community at the 
meeting was unsatisfying. They essentially said that because of the Lavan injunction, until 
there is more available affordable housing we can't address the issues. The City believes the 
housing bond measure which was just passed will help. Once housing is available, the City can 
enforce sleeping on the sidewalks. There are currently 50 officers in skid row and while they 
can't enforce 5611, which allows the tents inside the injunction area they are supposed to 
enforce ADA and blocking doors. In the Fashion District, they should be able to enforce 5611 
because most of it is not within the injunction area. The City also stated that the way to handle 
the situation is cleaning. BSS is ramping up to provide more pressure washing and cleaning of 
the sidewalks in the skid row area. Leddy believes this will spread the problem into the Fashion 
District. The Mayor's Homeless Advocate, Elisa Orduna, said that they are trying to get 
resources in place in other neighborhoods not just skid row. 


3 



Attachment 2 


Transportation in the Fashion District and Expanded DASH 

Leddy met with other downtown stakeholders to discuss the various transportation options 
offered in downtown. There is a lack of options in the Fashion District which connects the 
downtown central business district with the Arts District. The organization FAST, Fixing 
Angelenos Stuck in Traffic, put the meeting together. Leddy also met with DASH to discuss 
extending its routes. Over the past year, the downtown BIDs and CCA have been working to 
improve the DASH system. We've asked that there be expanded routes and hours, including 
weekends and evening hours until midnight. Dash's maps of their proposed routes are 
attached. 

Housing, Land Use and Development Committee 

Deputy Mayor Ray Chan, Controller Ron Galperin and City Planning spoke at CCA's Housing, 
Land Use and Development Committee, which Leddy attended. Chan shared the vision for the 
Mayor's Office of Economic Development (MOED). Controller Galperin previewed Property 
Panel LA, which is an inventory of City-owned properties. City Planning presented on 
the evolving parking policy in Downtown and throughout the City. 

The MOED is charged with retaining and attracting new business to the City and helping new 
development projects get built. Ray shared with us the New Visions/Actions of MOED that 
include the following: 

• Establish Web-based media production policy 

• Establish Manufacturing Advisory Council 

• Host L.A. City's largest Tech job fair 

• Craft business tax policy to incentivize Biotech 

• Support development of a Biotech hub in East L.A. 

• Implement development services enhancements 

• Recruit & facilitate major development projects 

• Obtain and reinvest CRA and L.A. City's assets 

• Streamline CEQA and Site Plan Review 

• Implement Full Parallel Development Process 


Chan said that the Full Parallel Development Process will be available in early 2017. The 
Committee also discussed streamlined CEQA and Site Plan Review and how that work is being 
impacted by the Neighborhood Integrity Initiative, which is slated for the March 2017 ballot. 

Controller Galperin showcased a new interactive web tool he recently launched. Property Panel 
LA. This website is the first comprehensive list of the 9,000 City-owned parcels. The goal of 
Property Panel LA is to maximize these assets to benefit the City. Controller Galperin explained 
the challenges of the City's surplus property procedures and desire of Councilmembers to 
retain local control. Due to these challenges, there is the need to formalize a process to access 
the properties through a City-employed asset manager or private company. 
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Bryan Eck and Patricia Diefenderfer of City Planning spoke regarding the future of the 
City's parking policy. City Planning recently released an Advisory Notice that encourages 
underground parking for projects seeking discretionary approvals from the City Planning 
Commission. The Committee expressed concerns about the cumulative impacts of City polices 
and how they increase development costs and the cost of housing. We discussed the role of the 
Downtown Design Guide (DDG), the community plan update and parking policies. The DDG will 
be updated first and CCA will work with City Planning to vet these changes with our members. 

BID Renewal Dates 

The Renewal Committee will begin meeting on January 17 th . Urban Place Consulting Group will 
provide an implementation timeline and explain the process to the committee. Leddy and 
Linda Becker are working on inviting property owners to sit on the committee. 

Santiago Lawsuit Delivery Phase 

The BID has now entered the delivery phase of the Santiago vending lawsuit. Leddy and staff 
are working to fulfill the discovery matter requests with the BID attorney. There are 99 
requests for information. 

Field Office and Parking Options 

Leddy has been working with the Operations staff to analyze the existing field office space. She 
has met with a number of brokers and seen some available spaces for the field office. Leddy 
will provide the Board with an analysis at a future date. There is a proposal to sub-lease the 
parking lot that hosts the BID'S dumpsters as well as parking for employees to a parking 
operator. It is a $19,000 annual cost to the BID. The Operator would allow the BID to continue 
with its existing uses. It would be either a two year lease at $1700 per month or a three year 
lease at $2000 per month. This would pay for the use of the parking lot and reduce the 
operations budget by $19,000, with a possible surplus. 

Meeting with Council District 14 

As the new Executive Director of the BID, Leddy met with Councilman Jose Huizar, Chief of Staff 
Paul Habib and Ari Simon, District Director. The breakfast meeting was a meet & greet and an 
informative meeting. Leddy shared with Huizar the various projects and goals of the Fashion 
District. Huizar was interested in the proposed developments in the District. 

LA Plans to Crackdown on Unsafe Warehouses 

In light of the warehouse fire in Oakland that killed 36 people, the City of LA is looking to crack 
down on zoning and other building requirements. The Fashion District will need to get word 
out to property owners. 

http://www.latimes.com/local/lanow/la-me-oakland-la-warehouses-20161207-story.html 


5 


Attachment 2 


NEW DEVELOPMENT AND MISCELLANEOUS 



724 S. Spring Street Dining Marketplace 

Eric Shomof is marketing 724 S. Spring Street as a 
dining marketplace with 8 restaurants and a bar on 
the ground floor of the Corporation Creative Office 
Building, opening in April 2017. See link: 
http://www.loopnet.com/l_isting/20086874/724-S- 

Spring-St-Los-Angeles-CA/ 


Measure JJJ (Build Better LA) 

Measure JJJ (aka Build Better L.A.) was approved by voters on November 8th and will go into 
effect as soon as the City Council certifies election results. Per the measure, within 90 days the 
City must establish an in-lieu fee and a Transit Orientated Communities (TOC) ordinance. The 
City is also currently working on informational memos that would clarify vesting, wage 
standards and local hire provisions. 

Measure S (Neighborhood Integrity Initiative) 

Measure S, the Neighborhood Integrity Initiative (Nil), will be on the March 2017 ballot. Nil is a 
proposal for a two year moratorium on any big development that requires an exemption from 
the area's height requirement. The March election is a municipal election and voter turnout is 
expected to be about 16-20%. The campaign team stressed the need to get to voters first and 
what resources that requires. Absentee ballots drop on February 7, 2017 and it is estimated 
about 60% of voters choose to vote by mail. In order to reach these voters, resources are 
needed now. If you are interested in defeating the initiative visit www.goestoofar.com to 
receive campaign updates and more. 

OPERATIONS 

Safe Team Helps LAPD Arrest Burglary Suspect 

On Sunday, November 13th, a BID Safe Team Officer saw a male walking the 100 block of E 14th 
St looking into parked cars and checking door handles to see if they were unlocked. After 
observing suspicious, the Safe Team officer saw the suspect get into a parked vehicle and called 
LAPD. The vehicle turned out to be stolen, and LAPD took the suspect into custody. Later the 
BID learned from LAPD that the suspect had received additional charges including drug charges, 
burglary, and possibly some gun charges. Central Detective Bureau praised the Safe Team 
offices who participated in the arrest. 


RFP Update for Safety Vendor 

A small committee of staff and board interviewed three companies who provide security 
services, Securitas, Allied Universal and Streetplus. The Committee narrowed the discussion 
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down to Streetplus and our existing vendor Allied Universal. Staff is working on a budget 
analysis and will share it with the Board in the future. Additionally, Leddy is working with staff 
to better organize workflow and deployment. 

Trash Tonnage 

The Fashion District BID picks up an average of 480 bags (6.22 tons) a day. Union Square in NYC 
picks up an average of 400 bags a day, Hollywood BID picks up approximately 350 bags and 
DCBID picks up an average of 275 per day. 

October Trash Tonnage 





Trash Tonnage Change 


2015 

2016 

Tons 

% Change 

YTD % Change 

Jan 

177.46 

182.21 

4.75 

2.7% 

2.7% 

Feb 1 

177.16 

168.00 

-9.16 

-5.2% 

-1.2% 

Mar 

200.03 

196.62 

-3.41 

-1.7% 

-1.4% 

Apr 

199.97 

188.86 

-11.11 

-5.6% 

-2.5% 

May 

202.27 

184.85 

-17.42 

-8.6% 

-3.8% 

June 

182.33 

191.96 

9.63 

5.3% 

-2.3% 

July 

204.01 

210.80 

6.79 

3.3% 

-1.5% 

Aug 

194.26 

199.35 

5.09 

2.6% 

-1.0% 

Sep 

182.44 

181.84 

-0.60 

-0.3% 

-0.9% 

Oct 

191.61 

192.78 

1.17 

0.6% 

-0.7% 

Total Tons 

1911.54 

1897.27 

-14.27 

-0.7% 



Daily Average 6.29 6.22 


Cleaning 

Leddy and staff are continuing to meet with Chrysalis to discuss ways to improve their services. 
For the month of December Chrysalis is providing two additional sweepers at no cost in order 
to keep up with our busiest month. Additionally, we are working with Chrysalis on the 
following: 

• Increased Training: Joel, Chrysalis Ops Manager & the Supervisors identified slower workers, 
retrained them, and will hold them accountable to completing routes to BID standards. 

• Removal of poor performance workers: despite additional training, two workers have not met 
expectations and have been removed from the contract. 

• Additional sweepers: two sweeper positions were added at Chrysalis' expense, one daytime and 
one nighttime shift, and will continue until Jason's return or the end of the year, whichever 
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comes first. We anticipate having Jason back full time by Dec. 20, but in case this changes, we'll 
reevaluate in January. 

• Route Maps: some route maps were difficult to read and extended instructional time when 
deploying new workers. Joel is working with the Supervisors to simplify them. 

• Radios: Elmer and Joel reviewed all radios to identify which are not working properly in an effort 
to increase clearer communication between supervisors and workers. 

• Field Office Bathroom cleaning: A schedule has been implemented. At the end of the day and 
night shift, a sweeper will clean and a supervisor will inspect and sign-off on the cleanliness of 
the restroom and locker area. 

• Joel will continue to have a significant presence in the field and with the supervisors to make 
sure they have the support they need to address any issues. 

IMAGE & COMMUNICATION 

Santee Winter Wonderland 

Saturday, December 10 & 17 The BID and Santee Alley are hosting 
a holiday, family pop-up. Free admission, selfies with Santa Claus, Arts 
& Crafts, Face Painting, Portaits, Food and Music. Councilmember 
Huizar is assisting with the LA DOT costs associated with closing the 
street. The event takes place on 11 th Street from Santee to Maple. 



Fashion District Perks 

LA Fashion District Partners with Lyft 

The Fashion District BID partnered with Lyft to offer discounted rides for 
fashion district shoppers. First time users can save up to $50 ($5 on 10 
rides) using the code "LAFASHION". Help us share the 
code: lyft.com/invite/lamarket 

Hotel Discounts 

The BID partnered with a number of downtown hotels to offer 
discounted rates for visitors. The latest of which is the Mayfair Hotel, now offering a 25% 
discount on current rates for Fashion District visitors using the code "MART". Visitors can also 
enjoy a 15% discount at Ace Hotel using the same code and a 25% discount at The Standard 
DTLA using the code "FASHION". Find hotels near the Fashion District here . 

Downloadable Map 

You can download a map of the district. The map highlights the different areas of the districts 
and shows where women's fashion, menswear, kid's fashion, textiles, and flowers are located. 
Map guides can also be picked up from the LA Fashion District BID office (Suite A1175) and the 
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California Market Center (CMC) lobby at 110 E 9th St. Our Safe Team officers also carry maps 
with them to hand out to the public. 

24-Hour Response Team 

Our 24-hour response team can assist you with directions, help you find your car, and locate 
businesses. Call 213-741-2661. 


Airbnb Open Hosts International Festival in Fashion District 

Thousands of people attended the Airbnb Open Spotlight in 
the Fashion District. Events were held along Broadway, 
Spring and Main, including at Ace Hotel Theatre, BNKR, 
Orpheum Theatre, Nice Kicks and Pattern Bar. The 
restaurants in the surrounding area had lines outside of them 
with diners. There was a free concert at the corner of 9 th and 
Main Streets with Maroon 5 and Lady Gaga. 
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PROPOSED DOWNTOWN DASH A - LADOT 



PROPOSED DOWNTOWN DASH B - TMD 



PROPOSED CITY HALL SHUTTLE - LADOT 
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In April 2016, the Santee Alley Association and the LA Fashion District BID 
hired MJB Consulting (MJB), a Berkeley, CA-based national retail planning 
and real estate consultancy, to undertake an analysis and strategy of Santee 
Alley, specifically focused on the following questions: 

- Why does the market for retail space in Santee Alley appear to be 
weakening? And why is Santee Alley seemingly not enjoying the same sort of 
revival as other nearby sub-districts, like the Broadway corridor and the Arts 
District? 

- Which sorts of customers should Santee Alley merchants (and by extension, 
property owners) be targeting? And which action items does that imply? 

In light of expectations among certain stakeholders, it is important to clarify 
from the outset that the purpose of such work was not to create a blueprint 
for marketing Santee Alley, but rather, an approach to retail positioning and 
tenanting. 

In order to arrive at such a strategy, MJB embarked on the following scope- 
of-work: 

* Start-up meeting with the Santee Alley Association 

* Familiarization with the study area and its surroundings 

* Assessment of districts/centers that compete for customers and prospective 
tenants 

* Interviews with property owners, leasing professionals and other key 
stakeholders 

* Review and interpretation of pedestrian -intercept survey data 

* Study of relevant background materials as well as extensive online research 

Also, in the process of completing these tasks, MJB’s Principal, Michael J. 
Berne, “immersed” himself in the immediate study area and broader context for 
a total of roughly eleven days spread across threee separate visits. 

The following “executive-summary” memorandum first provides the highlights of 
the analysis and strategy, then delves into greater detail on each. 
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Analysis and Strategy: Highlights 

* Santee Alley’s fundamentals appear to give little cause for worry, although the trend-lines 

suggest that it has lost some ground since its 1990’s heyday. 

* Not only have certain submarkets disappeared, but also, newer competition has robbed 

Santee Alley of its uniqueness and weakened in particular its appeal among Latinos to the east 
and southeast. 

* Its insufficiently diversified merchandise mix has left it overexposed to these changing 
competitive dynamics and poorly positioned to lure other sub- markets that could help to 
backstop such losses. 

* Meanwhile, its property owners are not accustomed to wooing prospective tenants and do not 
inspire confidence among more sophisticated merchants. 

Proposed action items are as follows, with the responsible stakeholder underlined. Of course 

some would incur costs that exceed the existing resources of the BID, and would therefore 
need to be considered in the future budget planning of the BID and the Association. 

* Landlords : Assume full responsibility for and take “ownership” of the leasing decisions that 

you make and the impact which they have on Santee Alley as a whole. 

* Landlords : Focus your merchandising efforts on the largest submarket that Santee Alley 
currently attracts -- the blue-collar Latino family - and consider niches in which this consumer 
remains underserved. 

* Landlords : Consider relaxing rents and offering T.l. allowances for “loss leaders” in at least 
two or three of your respective spaces, and/or creating larger floor-plates through consolidation. 

* BID / Landlords : Coordinate improvements that serve to extend dwell time, including, on a 
most basic level, the provision of clean and free bathrooms. 

* BID : Program and market the pedestrianized 11 th Street, with shaded seating, food truck pods 
as well as various other attractions that appeal to the primary submarket. 

* BID: Establish and nurture relationships with grass-roots media in the blue-collar Latino 
communities to the east and southeast so as to generate word-of-mouth. 

* BID: Soften the Santee Alley tourist experience with new directional signage and a more 
robust “ambassador” function, and work with private-lot operators to provide greater 
transparency on parking rates. 

Analysis 
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- Looking at Santee Alley as a snapshot in time, the fundamentals give little 
cause for worry. Vacancies are few, with one of the larger property owners 
even reporting that it is about to achieve full occupancy for the first time in 
five years. Meanwhile, average per-square-foot rents remain the highest in 
Downtown Los Angeles and even exceed the Westside (see table below). 1 


1 Most Santee Alley leases quote gross rents, that is, they include "pass-through" costs such as taxes, insurance 
and maintenance, whereas the averages for other sub-districts assume triple-net leases, not including any of 
those add-on’s. At the same time, Santee Alley landlords generally do not offer any tenant-improvement 
allowances (or “TI”], which are often expected by the most highly coveted tenants. 
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Average Rents 

Source 

Santee Alley 

$10 to 11 per sq ft gross 

Quantum Associates (2016) 

Broadway and 

side streets 

$4 to $5 per sq ft (asking) 

Quantum Associates (2016); 

Downtown L.A. 

$2.85 per sq ft; 

$5 to $7 for new projects 

CBRE (IQ 2016); 

Avison Young (2016) 

Westside L.A. 

$7.69 per sq ft 

CBRE (IQ 2016) 

Mid-Wilshire 

$3.43 per sq ft 

CBRE (IQ 2016) 

Los Angeles County 

$2.39 per sq ft (asking) 

Marcus 8i Millichap (2016) 


Also, according to intercept surveys conducted as part of this study effort, the 
overwhelming majority of respondents - 50 of 56, or 89% -- reported having 
bought something at Santee Alley, a far higher percentage than the 48% of 
shoppers who make at least one “discretionary” purchase while visiting a 
regional or superregional mall. 2 

Looking instead at the trend -lines, however, Santee Alley appears to have lost 
some ground since its 1990’s heyday. The above per-square-foot rents are 
comparatively lower, and property owners are rarely able to command “key 
money”, both of which suggest a weakening in the demand for retail space. 

- Santee Alley, it is true, has lost some major sub-markets in recent years. 
The well-publicized crackdown in counterfeit merchandise has undoubtedly hurt 
retail sales as well as removed the primary lure for attracting higher- income 
shoppers from, say, the Westside and the San Fernando Valley. 

The bulk buyers - who would purchase relatively large quantities from Santee 
Alley merchants for resale in their home countries - have also declined 


2 As reported in a May 19,2016 International Council of Shopping Centers' (I CSC) Newsroom brief entitled 
"Industry Conditions: Where Americans Buy, Socialize, Play and Work". "Discretionary" goods include apparel, 
footwear, jewelry, electronics, etc., that is, the same sort of merchandise on offer at Santee Alley. 
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significantly in number, particularly ones from Mexico responding to a 
strengthened U.S. dollar as well as relaxed duties on Chinese goods there. 

Another oft-cited factor is a perceived falloff in consumer spending on 
comparison goods (i.e. clothing, footwear, accessories, etc.). Yet this does 

not accord with the facts: according to Statista, U.S. shoppers were buying 
roughly $180 billion of apparel in 2014, considerably more than the $160 billion 
in the pre-recession year of 2007. 3 

As for the prevailing narrative that today’s “Millennials” do not spend as much, 
shoppers aged 25 to 34 spent an average of $1,832 on clothing in 2013, 
according to the U.S. Consumer Expenditure Survey - just 7% more than the 

$1,960 for those aged 35 to 44 and the same as the $1,826 for the 45 to 
54 set. 4 

Of course, the online channel has continued to gain market share at the 
expense of brick-and-mortar stores. According to a new report by Internet 
Retailer , e-commerce accounted for roughly 18% of total apparel sales in 2015, 
compared to 15% just one year earlier. 5 

However, Santee Alley’s merchandise mix is concentrated in discount/value- 
oriented comparison goods 6 , in which brick-and-mortar retailing continues to 
thrive. Indeed, for many of the highest-profile chains in this space, the online 
channel represents a very small if not nonexistent percentage of overall sales. 
One ought not, then, to overestimate its impact in this case. 

Rather, it is the spread of such brick-and-mortar competition that has hurt 

Santee Alley the most. “Fast fashion” (e.g. H&M, Forever 21/F21 Red) 7 , 
off-price (e.g. Ross Dress For Less/dd’s discounts, TJ Maxx/Marshalls) and 
the outlet channel (e.g. Gap Factory Store, Skechers Outlet) have all been 


3 According to Statista 2016. Includes establishments that primarily sell new clothing. 

4 According to the Consumer Expenditure Survey, as analyzed by Ann C. Foster in her December 10, 2015 
Bureau of Labor Statistics piece entitled "Consumer expenditures vary by age”. 

5 Based on a report published by Internet Retailer in June 2016, entitled "Behind the Online Apparel Boom”. 

6 Comparison goods are defined as those goods for which consumers generally prefer to "comparison-shop” on 
the basis of style, quality and/or price. Examples including apparel, footwear, jewelry and accessories. 

7 This does not even include Primark, an Irish fast-fashion chain that has been incredibly successful in Western 
Europe and is now expanding in the Northeast U.S., undoubtedly with plans to reach California in the not-too- 
distant future. 
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expanding rapidly in recent years, while full-price department and specialty 
stores continue to offer aggressive promotions as a means of driving foot traffic. 

Downtown’s Broadway corridor, for example, now boasts a Ross Dress For 
Less (opened 2013) and a Gap Factory Store (2014), while Whittier 
Boulevard, in East Los Angeles, can claim a 19,000 square foot Nike 
“Community Store” (2015) - effectively an outlet store -- and will soon 
welcome both Ross and dd’s discounts at its Commerce Center strip mall. 

Meanwhile, Primestor, a developer specializing in Latino markets, has built two 
power centers in southeast L.A. County: first, Walnut Park’s 240,000 square 
foot La Alameda ( 2008 ) , which features Ross, Marshalls, Fallas Paredes and 
Famous Footwear, among others; and Southgate’s 380,000 square foot Azalea 
(2014), which includes Wal-Mart Supercenter, Ross, Marshalls, F21 Red 8 , 
Ulta Beauty and Skechers Outlet. 

All of this is in addition to longtime rivals like the 600-vendor Santa Fe 
Springs Swap Meet (1963), the 431,000 square foot Citadel Outlets (1990), 
and to a somewhat lesser extent, the once-weekly overstock sales at the San 
Pedro Wholesale Mart on Saturday mornings (1994). 

The proliferation of competitors has effectively robbed Santee Alley of its 

distinctiveness, removing one of the primary reasons why Los Angelenos would 
shop there (and tolerate its inconveniences and unpleasantries). As evidence 

of this shift, just 1 of the 26 survey respondents from the city or county hail 
from Southeast L.A. County 9 , even though those communities are filled with its 
core customer. 

This is not the whole story, though. As will be discussed in greater detail 

below, Santee Alley’s struggles can also be attributed to an insufficiently 

diversified merchandise mix that has relied too heavily on the trendy teen or 


8 F21 Red is a new concept from Forever 21 that primarily sells clothing basics, at even lower prices. 

9 It is important to note that pedestrian-intercept surveys can never truly approximate a representative sample. 
For example, the demographics and biases of the surveyers will always influence who is willing to respond and 
who they are likely to approach. In this case, the composition of respondents does not match the anecdotal 
observations of those who are in Santee Alley on a regular basis, with the results likely undercounting the 
number of Latino and female shoppers. That said, this particular finding - that just 1 of the 26 hailed from 
Southeast L.A. County - seems so extreme that it is most likely true at least to some (more limited] extent. 
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20-something female consumer, leaving it overexposed to the changing 
competitive dynamics in that space and poorly positioned to lure other sub- 
markets that could help to backstop such losses. 

- Just as shoppers have a number of choices about where to spend their 

money, sophisticated merchants usually have their pick of where to locate, with 

property owners having to vie with each other for their attention and tenancy. 

In addition to its challenges in drawing consumers, Santee Alley does not fare 
especially well in this competition either. 

On a practical level, its property owners are accustomed to having all of the 
leverage in their dealings with prospective tenants. They demand among the 
highest per-square-foot rents in the region and they typically do not offer 

tenant-improvement allowances. If unwilling to woo, they can be easily 
outflanked by other landlords with more motivation to do so. 

But it is more than just that. Retailers want to know on a more general level 
that someone is “minding the store” and tending to the basics. And 
regardless of who might be at fault, the built environment in and around 

Santee Alley reads as an inability and/or unwillingness to enforce minimum 
standards of upkeep and appearance, let alone invest in “curb appeal”. 

Retailers are also easily deterred by the presence of multiple property owners 
with a reputation for not working together. They fear, for example, that an 
adjacent landlord will fill an available space with a direct rival or a pot 

dispensary, or will refuse to take care of its building. In a shopping center 
managed by a single, well-established entity, they can have confidence that 
their interests will be protected. 

Some have suggested that Santee Alley refashion itself as an outlet mall. A 

major brand, however, is unlikely to risk its reputation - which it has spent so 

much to establish and safeguard - in a setting where there is so little 
evidence of care and stewardship, and such unpredictability in its surroundings. 
Most will gravitate instead to a outlet “center” - like Citadel Outlets -- owned 
or developed by an outfit with a proven track record. 

ANALYSIS: KEY TAKEAWAYS 
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* Santee Alley’s fundamentals appear to give little cause for worry, although the trend-lines 
suggest that it has lost some ground since its 1990’s heyday. 

* Not only have certain submarkets disappeared, but also, newer competition has robbed 

Santee Alley of its uniqueness and weakened in particular its appeal among Latinos to the east 
and southeast. 

* Its insufficiently diversified merchandise mix has left it overexposed to these changing 
competitive dynamics and poorly positioned to lure other sub-markets that could help to 
backstop such losses. 

* Meanwhile, its property owners are not accustomed to wooing prospective tenants and do not 
inspire confidence among more sophisticated merchants. 

Strategy: Santee Alley 

These challenges notwithstanding, conditions in Santee Alley do not yet warrant 

a major overhaul. After all, the vacancy rate remains extremely low, and rent 
levels are still quite high in relative terms. Consumer culture is no doubt 

changing, but it is always changing - change is retail’s one constant - and 
will continue to do so, in ways that are subject to many variables and that 
can be very difficult to predict. 

It is no doubt tempting to look at the latest “it” districts and strive to emulate 
them, but such an approach can also be quite risky. One could expend a 

tremendous amount of energy and resources on large-scale transformation, only 
to find upon achieving it that the model no longer applies. In fact, retail could 
even evolve in the coming years in ways that play to Santee Alley’s 
advantages. 

The more prudent course of action, then, is an incremental one, building on 
what already works today in Santee Alley while also planning for ( and hedging 
against) what, with the current trajectory, the future is likely to hold. 

- Take, for instance, the question of who represents Santee Alley’s core 
customer. 
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Some property owners appear to be assessing Santee Alley on the basis of its 
ability - or, in more recent years, its inability - to draw customers from the 
region’s more affluent pockets, like the Westside and the San Fernando Valley. 
This submarket, however, would only tolerate its inconveniences and 
unpleasantries if there were still the opportunity to unearth counterfeit versions of 
highly-coveted designer brands. 

Others, meanwhile, wonder why Santee Alley seems unable to attract the kinds 
of well-educated, upwardly-mobile creative professionals (or “neo-hipsters” 10 ) 

who have been driving the revitalization of nearby Downtown sub-districts like 
Broadway and the Arts District, and whose numbers in the Fashion District itself 
are likely to grow in the coming years with new residential projects that have 
been recently announced. 

The kinds of businesses which appeal primarily to this submarket, however, 
usually mean much lower returns for landlords. 

Referencing the above table, property owners in Santee Alley are accustomed to 
gross rents averaging $10 to $11 per square foot, whereas ones on Broadway 
and side streets are asking just $4 to $5 per square foot (triple- net) and 
providing tenant- improvement allowances as well - and there is considerable 
debate among Downtown brokers about whether such lease rates are even 

sustainable. * 11 

Furthermore, such deals are typically harder to consummate and require a much 
longer lead time. As lawyers are often involved, it can take a period of say, 

six to eight months before the lease is finalized, and even after that, the 
tenant might have another six to eight months of free rent (versus the two 


"Neo-hipster" is a term coined by MJB Consulting, referring to a specific psychographic segment. In contrast 
to demographics, which characterizes customers largely in quantitative terms (e.g. household income, home 
value, etc.], psychographics considers them qualitatively as well, based on their lifestyles, their sensibilities and 
their aspirations. A classic example is the perceived difference between those who shop at Wal-Mart and those 
who prefer Target (or "Tar-zhay"). The major data-mining outfits, like Claritas and ESRI, have developed 
frameworks for delineating different psychographic segments - PRIZM and Tapestry, respectively — but MJB 
Consulting, feeling that those schemes do not adequately reflect the nuances of urban consumers, has devised its 
own for such markets, in which the "neo-hipster" figures prominently. 

11 See Eddie Kim's August 22, 2016 Los Angeles Downtown News article entitled "As Downtown's Retail Scene 
Booms, Some Worry About the Future". rhttp://www.ladowntownnews.com/news/as-downtown-s-retail- 
scene-booms-some-worrv-about-the/article 886bl794-6658-lle6-aa56-4bdd0864f050.htmfl 
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weeks to one month in today’s Santee Alley) before the landlord receives any 
income. 

The Fashion District no doubt occupies a fortuitous location relative to the 
current trajectory of neo-hipster growth, but the impact is at this point more 

likely to be felt on its edges, where, among other variables, the market for 
retail space is considerably weaker and landlords would not be foregoing so 
much in rent, or, as will be discussed later, in the form of incremental sales 
growth for Santee Alley merchants. 

- The submarket which Santee Alley property owners should continue to foster 
is the one already there: blue-collar Latino families. 

Often arriving at Santee Alley together, these large households typically contain 
several children, and their overall buying habits reflect as much, manifesting 

demand for kids’ clothing and furniture as well as fast food and family 
restaurants. 

Due to their high unemployment, modest incomes and large families, they tend 

to be laser-focused on bargains, though there is also a consciousness of and 

preference for the latest trends and fashions, in apparel, personal care, etc. 

And while roughly half of these consumers were born in the U.S., their 
households remain connected to the their native culture, in their choice of 
media, their forms of recreation, etc. 

Some Santee Alley property owners have suggested that energies and resources 
be focused on trying to attract other submarkets, like the aforementioned neo- 
hipsters. However, such efforts can backfire. 

J.C. Penney learned this the hard way. The iconic but stagnant department 
store chain decided in 2011 to hire Ron Johnson as its new CEO. Johnson, 
who had spearheaded Apple’s hugely successful move into retail, proceeded 
with a radical overhaul that eliminated discounting and promotions and that 
refashioned the sales floor as a series of boutiques featuring hip designers like 
Jonathan Adler and Michael Graves. 
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The problem was that while new shoppers failed to materialize, J.C. Penney’s 
frugal “Middle American” core customer deserted the retailer en masse, 
resulting in unprecedented sales declines of roughly 35% in the ensuing months 
and ultimately leading to Johnson’s ouster in 2013. His predecessor was 
reinstalled as interim CEO, the earlier model was reinstituted, and revenue 
began to stabilize almost immediately. 

Bargain pricing is a critical piece of Santee Alley’s identity, as are the bacon - 
wrapped hot dogs. Within this context, the addition, say, of even just a few 
gourmet food trucks selling $10 grilled cheese sandwiches and $20 lobster rolls 
incurs the real risk of confusing and alienating the submarket that accounts for 
much of the foot traffic there today, just like J.C. Penney did. 

As a general rule of marketing and retailing, it is easier - and less risky - to 
increase and recapture expenditure from one’s existing customers than to create 
entirely new ones from scratch. Again, incremental attempts to expand and 
diversify Santee Alley’s appeal might be worthwhile and even advisable, but 

also potentially dangerous if they jeopardize the current draw and dynamic. 

- The most important question is, then, how can Santee Alley encourage this 
core customer - the blue-collar Latino family --to visit and/or spend more? 

Part of the answer lies in diversifying the merchandise mix . The selection of 
women’s apparel, for instance, focuses on the kinds of trendy mall styles (e.g. 
off-the-shoulder tops, blanket capes, jeggings, tops with emoji patches) and 

“going-out” wear (e.g. tight-fitting one pieces, tops with lace-up V-Necks, 
crop tops) that appeal to a teen or 20-something shopper. Such pieces tend 
to be cheaply produced, with very thin or rough material. 

In both style and quality, then, they resemble the “cheap chic” offerings that 
one normally finds at a Forever 21 or a Charlotte Russe, purchased at a low 

price and worn only a few times before falling apart or becoming dated. And 
with the proliferation of fast-fashion retailers like Forever 21, H&M and Zara, 
this market position is one that no longer differentiates Santee Alley as a 

shopping destination. 
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The sheer number of vendors selling this same merchandise, at the same 
price, further subdivides what is already a shrinking pie. This is in stark 
contrast to a regional mall, which, even within one category of goods, offers a 
range of choices that vary in style, quality and price, thereby resulting in a 
broader overall draw. In theory, Santee Alley is large enough to accommodate 
such a diversified mix, but instead it doubles down. 

Except for toys, for example, there is not all that much for the young Latino 

families who comprise the bulk of the foot traffic. There also appears to be 
an undersupply of plus-size clothiers, given the popularity of the two vendors 
who currently specialize in that niche. And aside for jeans, there are precious 
few merchants selling basic necessities, like crewneck t-shirts, chinos or other 
kinds of work-appropriate wear. 

For many consumers, then, Santee Alley has become more of an experiential 

destination, where the goods on offer might (or might not) be purchased on 

impulse. This can be contrasted with some of its competitors - like Citadel 
Outlets, for instance -- where there is less repetition and a wider range of 
styles, resulting in not just a greater diversity of ages and races but also, a 
larger number of purpose-driven shoppers. 

- While merchants are the ones deciding which goods to sell, the merchandise 
mix is ultimately in the hands of its property owners, who make the final call 
on leasing decisions, who can specify and regulate the kinds of products that 

can and cannot be sold, who can refuse to allow or insist on approving 

subleasees, and who can even agree and commit to working together on the 

development and implementation of an overall tenanting plan. 

The first step in Santee Alley, then, is for landlords to “own” these decisions. 
Put simply, if they wish to refine or overhaul the tenant mix, it is completely 
within their power to do so. Yes, becoming more selective might require rent 

reductions and/or T.l. allowances in some cases, and it will almost certainly 
necessitate a more proactive approach to sourcing prospects. But if they 
resolve upon such a course, there is quite literally nothing to stop them. 

Indeed, the insistence on maximizing rents on every possible square inch of 
real estate is partly to blame for Santee Alley’s merchandising redundancy. 


12 



Santee Alley Memo / MJB Consulting 
Draft #3 - 12/1/16 


Attachment 5 


According to research by University of Toronto’s Laura Doering 12 , 
undercapitalized entrepreneurs in high-cost space will typically default to what 
already sells, as they have not the reserves nor the margin-for-error to 
experiment with something different; the problem, of course, is that all of them 
will revert to the same, weakening the appeal of the whole. 

Of course, landlords cannot be expected to lower rents for every one of their 
respective spaces, but a willingness to do so for two or three of them - to 
accommodate “loss leaders” - can help to re-energize the merchandise mix 
and ultimately, drive higher pricing on nearby units. Indeed, this is how 
shopping centers have always been developed, with anchors offered sweetheart 
deals that are then recouped through in-line leases. 

In the same vein, the Santee Alley property owner might consider consolidating 
two or more of its adjacent spaces into a larger floor- plate that could appeal 
to say, one of the small subset of brands that have shown a willingness to 
open outlet stores in freestanding locations, separate from larger agglomerations 
like Citadel Outlets. While the overall return on such a deal might be less, 
the right tenant could have a broader catalytic effect. 

Similarly, the escalating rents along nearby corridors that are in transition, such 
as Broadway, will likely continue to displace retailers that would then have an 
interest in securing “refugee” space somewhere in the vicinity, where they feel 
that they would still be able to reach their core customer. 

Finally, while it might be unrealistic at this point to expect Santee Alley 
property owners to jointly develop and execute an overall tenanting plan, more 
consideration might be given to avoiding cannibalization of existing merchants, 
even ones that occupy spaces controlled by other landlords. In the long run, 
shrinking pies and constant turnover do not help anyone. 

- Sophisticated retail developers have long understood the critical importance of 
extending “dwell time” . The theory is that the longer a given shopper stays 
at the center, the more she is likely to spend, and that once she departs, she 


12 As discussed in Phyllis Korkki’s March 12, 2016 New York Times piece entitled "Attacking Poverty to Foster 
Creativity in Entrepreneurs". 
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is unlikely to return. It is therefore incumbent upon the property owner to give 
her reasons to linger and remove any possible motive for her to leave. 

Such thinking led to the creation of food courts in the 1970’s, the addition of 
multiplexes in the 1980’s and the inclusion of sit-down restaurants in the 
1990’s. It also informs other pecuilarities and idiosyncracies of the modern 
enclosed mall, like the near-absence of clocks and windows, which, as in a 
casino, serves to distance the consumer from the outside world, resulting in an 
extended stay. 

Larger shopping centers also know to offer the consumer several opportunities 

to sit, rest and recharge, with seating areas placed along the concourses and 

in the food court - both shaded if outside. They provide free and clean 
bathrooms, often with changing stations and nursing lounges for young parents. 
Some even include electrical outlets for charging mobile devices. 

Compare this to Santee Alley, where the food offerings lack variety and 
seating, there is no place to rest and little protection from the sun, and one 
must pay for the privilege of using an often dirty and unpleasant restroom. 
Any one of these would be reason to leave - especially when kids are in tow 

- and once the shopper has done so, she is unlikely to return. 

Even the most poorly capitalized of Santee Alley’s competitors, the swap meets, 
seem to understand this concept. The weather- protected central area at Santa 
Fe Springs sells food and alcohol, provides televisions and live entertainment, 
contains ample seating and supplies free, regularly-cleaned bathrooms. In 
addition, various children’s rides and activities - bouncy castles, train rides, etc. 
-- are scattered throughout. 

- The food and fun component is especially critical. Yesterday’s consumers 
were drawn to Santee Alley by the promise of hard-to-find bargains and/or 
counterfeit merchandise. And while it has become something of a cliche to 
say that today’s consumers crave experience , the reality is that other uses 
aside from shopping are now needed to drive foot traffic, which might then be 
enticed to browse and buy. 
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In Santee Alley, there is nothing else, except for the unique (or for 
immigrants, perhaps familiar) bazaar- like experience. For instance, it can point 
to just one sit-down restaurant - the hard-to-find Baby Lobster Seafood & 
Grill. Indeed, “better food and sit-down restaurants” was the type of business 
that would induce the highest number of survey respondents to visit more 
frequently. 

Such tenants might not be realistic for Santee Alley itself, given the 
considerable expense involved in building kitchens and associated infrastructure, 
but a wider variety of food offerings - still affordably priced for and reasonably 
familiar to the core customer - would be possible as part of a food truck 
“pod” parked along the once-weekly pedestrianized 11 th Street that has been 
proposed. 

A closed-off 11 th street could also provide room for other attractions that 
resonate with blue-collar Latino families, such as children’s rides, arcade 
games, soccer promotions, flat-screen TV’s (tuned to live sports matches), 
dance floors, etc. as well as basic amenities like shade- protected tables and 
chairs. 

- Certain property owners have been looking to revamp Santee Alley’s 
marketing efforts , focusing in particular on its website. Survey results suggest, 
however, that word-of-mouth is a far more effective driver of foot traffic than 
online presence. When asked how they had heard about Santee Alley, 24 of 
the 69 respondents (35%) replied with “friends”, “family” or “co-worker”, 
while only 5 answered “online” or “website”. 

The reliance on word-of-mouth reinforces the critical importance of adding the 
kinds of draws and amenities which would improve the overall experience, as 
that is what would compel someone to recommend it to others. Indeed, 
today’s consumer is far more likely to pay attention to “high -integrity” sources 

- that is, people and publications they know and trust - than one that has 
clearly been designed as a sales pitch. 

Funds to create and maintain a new website, then, are probably better spent 
elsewhere, on say, the provision of clean and free bathrooms, the programming 
of the pedestrianized 11 th Street, the installation of new directional signage (see 
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below), etc. At the same time, relationships should be established and 
nurtured with grass-roots media in the blue-collar Latino communities to the 
east and southeast. 

- Santee Alley also receives its fair share of out-of-town visitors. While the 
majority of survey respondents hailed from the city or county, 24 of the 68 
(or 35%) live elsewhere in the U.S. (18) or beyond (6), with New York 
City (5) as the most common place of origin. 13 

Perhaps counterintuitively, the most effective means of reaching this submarket 
is to focus on the existing customer. Not only are 19% of the tourists (4 of 
21) themselves Hispanic, but also, 39% (9 of 23) first heard about Santee 
Alley from friends, family or co-workers, that is, by word-of-mouth. 

It is worth noting as well that a growing number of “cultural tourists” are 
drawn to attractions like Santee Alley precisely because they are -- or promise 
to be -- authentic reflection ( s ) of the city’s fabric and identity, and thus offer 
opportunities for immersing oneself therein. 

Indeed, cultural tourism is increasingly popular among the sorts of neo- hipsters 
who have been or will be populating renovated and newly- built residential 
complexes across and in the neighborhoods surrounding Downtown Los Angeles, 
including projects that already exist in the Fashion District or have been recently 
proposed. 

In light of this trend, aspects of Santee Alley that showcase its colorful history 
and its unique form of “Latino Urbanism” should be highlighted. At the same 
time, the experience itself can be quite intimidating to the uninitiated and would 
need to be “softened” somewhat. 

Indeed, some of the aforementioned “dwell-time” improvements (e.g. clean and 
free bathrooms, opportunities to sit and recharge, etc. ) would also make 
Santee Alley more accessible to such visitors, as would the erection of new 
directional signage (so that they can actually find Santee Alley) as well as 


13 It is worth reiterating here the caveat from the earlier footnote that the composition of respondents does not 
match the anecdotal observations of those who are in Santee Alley on a regular basis, with the results likely 
overcounting the number of out-of-town visitors. That said, the Alley has long been a tourist destination and 
undoubtedly continues to draw a considerable number. 
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greater transparency on parking rates (which would require cooperation from the 
owner/operators of the private lots ) . 

Finally, members of the Fashion District BID’s Clean & Safe team could 
position and identify themselves more clearly as ambassadors, stationing 
themselves at the Olympic Boulevard entrance, proactively looking for tourists 
who appear lost or overwhelmed, amassing and conveying knowledge about 
Santee Alley, etc. 

Action Plan 

The following action items are implicit in the above analysis and strategy, with 

the responsible stakeholder underlined. Of course some would incur costs that 
exceed the existing resources of the BID, and would therefore need to be 
considered in the future budget planning of the BID and the Association. 

* Landlords : Assume full responsibility for and take “ownership” of the leasing 

decisions that you make and the impact which they have on Santee Alley as a 
whole. 

* Landlords : Focus your merchandising efforts on the largest submarket that 

Santee Alley currently attracts -- the blue-collar Latino family - and consider 
niches in which this consumer remains underserved. 

* Landlords : Consider relaxing rents and offering T.l. allowances for “loss 

leaders” in at least two or three of your respective spaces, and/or creating 
larger floor-plates through consolidation. 

* BID / Landlords : Coordinate improvements that serve to extend dwell time, 
including, on a most basic level, the provision of clean and free bathrooms. 

* BID : Program and market the pedestrianized 11 th Street, with shaded seating, 
food truck pods as well as various other attractions that appeal to the primary 
submarket. 
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* BID: Establish and nurture relationships with grass-roots media in the blue- 
collar Latino communities to the east and southeast so as to generate word- 
of-mouth. 

* BID : Soften the Santee Alley tourist experience with new directional signage 
and a more robust “ambassador” function, and work with private- lot operators 
to provide greater transparency on parking rates. 
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Fashion District : Addendum 


In April 2016, the Santee Alley Association and the LA Fashion District BID 
hired MJB Consulting (MJB), a Berkeley, CA-based national retail planning 
and real estate consultancy, to undertake an analysis and strategy of Santee 
Alley. 

While Santee Alley was the primary focus on this effort, MJB was also asked 
to comment more generally on the current trajectory and retail potential of the 
Fashion District, both in relation to Santee Alley as well as within the broader 
context of Downtown’s ongoing evolution. 

The following addendum to the executive -summary memo for Santee Alley 
provides the highlights of this cursory assessment. 

KEY TAKEAWAYS 

* Ground -floor spaces across the street from Santee Alley offer opportunities for prospective 
tenants that want to tap the Alley’s foot traffic but are unlikely to be accommodated there. 

* Landlords on corridors further afield might be more willing to incubate less proven concepts, 
though such entrepreneurs would probably need to be capable of generating their own foot 
traffic. 

* The Fashion District could well become the next frontier for “neo-hipsters”, though their 
antecedents, the “hipsters”, are more likely in the near term. 

* Los Angeles Street is the corridor best positioned to take advantage of this evolutionary 
process, with restaurants, cafes, bars and other entertainment venues as the uses that typically 
act as catalyst ( s ) . 

* Such “neo-hipsterfication” is not inevitable, however. It could be undermined by hype- 
driven speculation and/or growing anti-gentrification sentiment. 

* Given this sociopolitical context, property owners would be wise to consider tenancies with a 
true “cross-over” appeal, with food, generally speaking, as the category best able to achieve a 
diverse draw. 


Assessment 
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- The relationship between Santee Alley and the blocks surrounding it is a 

symbiotic one. The former generates a large stream of foot traffic that “spills 
over” its edges and can supplement consumer demand for nearby businesses. 
At the same time, the latter can more easily accommodate many of the 
aforementioned uses that would enhance the competitiveness of the Alley itself. 

Take, as an example of the latter, the need for additional food offerings, 
ideally with seating areas -- important ingredients for extending dwell time. 
Due to the tenant demand for and prevailing rents of Santee Alley’s retail units 
as well as costs associated with building kitchen infrastructure from scratch, 

landlords there are unlikely to give serious consideration to such uses. 

By the same token, they would probably consider consolidating adjacent spaces 
only in limited instances if at all, whereas property owners on nearby streets 
would seem to be more willing to create - or can already offer -- the kinds 

of larger floor- plates (and more generous concessions) often needed to 
accommodate higher- profile brands and additional anchors. 

Obviously the ideal blocks for such tenancies would be the ones that front on 

and enjoy visibility from Santee Alley itself, although this will ultimately depend 
on the interests of the property owners there and will likely turn on their 
perceptions of the current market for their respective space(s). In other 
words, storefronts along, say, the north side of Olympic Boulevard would be 
more realistic candidates than those on the east side of Maple, where 
pedestrian volumes appear much greater. 

- This symbiotic relationship weakens on those blocks or alleys that lack direct 
visibility from Santee Alley. Distance is not the most important variable, as 
even Fashion Alley, effectively an offshoot of Santee Alley, appears to struggle 
with less foot traffic and more vacancies. Yet the challenges no doubt become 
even greater as one moves further away, say, to parallel north -south streets 
like Santee Street or Wall Street. 

These corridors often have their own niches, like prom dresses on Santee 
Street, but to the extent that those sub-categories have become saturated or 
started to migrate elsewhere, landlords there might express a greater willingness 
to incubate less proven concepts that can - or have the potential to -- attract 
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their target customer(s) independent of location, through, say, word-of-mouth, 
social media, online sales, etc. 

Take, for example, The Life Apparel, which opened in 2013 at 1121 Santee 
Street. It is the flagship store for the streetwear line designed and marketed 
by Krayzie Bone, a member of a hip-hop group called Bone Thugs- N- 
Harmony that has been popular since the 1990’s. Bone, the world’s highest- 
paid rapper in 2016 14 , has himself been known to make in-store appearances 
there. 

- Another noteworthy submarket consists of the cash -poor fashionistas in their 
20’s and early 30’s who work in the Fashion District’s small cluster of 
showroom buildings. While not necessarily affluent, these consumers will spend 
on fashion -forward looks that have been discounted (e.g. off-price, fast 
fashion, sample sales) as well as apparel, food and drink that reflects a 
healthy, active lifestyle (e.g. athleisure, salads, juices, etc). 

Of course their overall number is relatively modest: the California Market Center 
(CMC) has struggled with high vacancy since the 1980’s, and its current 
landlord, Jamison Properties, is trying to reposition the complex as a hub for 
creative offices (read: neo-hipsters) . Also, it might be unrealistic to expect 
this overwhelmingly white and female demographic to venture deep into the 
heart of Santee Alley. 

That said, such consumers might be more willing to visit shops along, say, 9 th 
Street or Los Angeles Street. An example of one that would merit their 
attention is Perverse Sunglasses, on Los Angeles Street just south of 11 th 
Street. The new yet already popular brand, started by NYX Cosmetics founder 
Toni Ko, targets stylish Millennials with affordably- priced designer shades. 

Such fashionistas could also add incrementally to the consumer demand along 
Main Street, where Jamison is focusing on the potential of existing and new 
retail space within its CMC footprint to capture expenditures from the residents, 
visitors and shoppers on Lower Broadway who will continue to grow in number 


14 According to People With Money's annual list of the 100 highest-paid rappers in the world 
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as a result of the ongoing development there (e.g. Broadway Palace, boutique 
hotels, etc. ) . 

One possibility, a potential game-changer, is Century 21. The off-price designer 
department store enjoys a cult following in New York City and has been 
expanding beyond there in recent years, with new locations in Philadelphia 
(Center City) and Fort Lauderdale. Its summer pop-up in Santa Monica 
suggests a possible interest in Southern California, and its concept would seem 
to be a natural fit for the Fashion District. 

- Yet another relevant submarket consists of “ neo- hipster (s ) ” 15 . the well- 

educated, upwardly- mobile creative professionals who have been the primary 

drivers in the revitalization of nearby Downtown sub -districts like Lower 
Broadway and the Arts District, and whose numbers can be expected to grow 
in the Fashion District itself in the coming years. 

They will arrive in the form of residents, filling new apartment complexes that 
have recently been announced, as well as consumers, gravitating to new neo- 
hipster businesses that were forced to shift their search for space eastward in 

response to the escalating retail rents along Lower Broadway and intersecting 
side streets. 

Indeed, one can already spot a great many of them in Verve Coffee’s Main 

Street location on a daily basis. And they are also sure to gravitate to the 

new City Market South development east of Santee Alley, with San Francisco’s 
famed The Slanted Door as well as other buzzworthy food and beverage 
concepts. 

- Of course the City Market site -- effectively a ten-acre blank slate with a 
single owner -- is an exception: otherwise, the Fashion District must seem 


"Neo -hipster" is a term coined by MJB Consulting, referring to a specific psychographic segment. In contrast 
to demographics, which characterizes customers largely in quantitative terms (e.g. household income, home 
value, etc.], psychographics considers them qualitatively as well, based on their lifestyles, their sensibilities and 
their aspirations. A classic example is the perceived difference between those who shop at Wal-Mart and those 
who prefer Target (or "Tar-zhay"). The major data-mining outfits, like Claritas and ESRI, have developed 
frameworks for delineating different psychographic segments - PRIZM and Tapestry, respectively - but MJB 
Consulting, feeling that those schemes do not adequately reflect the nuances of urban consumers, has devised its 
own for such markets, in which the "neo-hipster" figures prominently. 
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impenetrable to many neo-hipster entrepreneurs, and its transformation likely to 
take a lot longer. For this reason, it is more likely to attract interest in the 
near term from so-called “ hipster (s ) ” who typically arrive at an earlier stage 
in the evolutionary process. 

Like neo-hipsters, hipsters are creatively- inclined and alternatively- minded, but 
they tend not to be upwardly mobile nor have as much discretionary income. 
The stereotypical “starving artists”, they are drawn to the underground -- 
because it is a better fit for their thin wallets and their edgy sensibilities - and 
they are usually the ones who pioneer new trends, nightspots and 
neighborhoods. 

Once hipsters have trail-blazed a new part of town, they are then followed by 

neo-hipsters, and the retail mix, while retaining a vaguely anti-establishment 

air, becomes a bit more sanitized and often a lot more expensive. Take, for 
example, present-day Abbot Kinney Boulevard, in the once-countercultural 
Venice Beach, or, for that matter, the apparent trajectory of the Arts District. 

This sort of evolution appears to be in progress on the western edges of the 

Fashion District, along the two-block stretch of Los Angeles Street between 7 th 
Street and 9 th Street, where one finds hipster- oriented businesses such as 
Blends, a local chain -let for “sneakerheads” and Pop Obscure Records, a 
shop specializing in vinyl records, as well as The Park, a co-working space 
(which arguably skews in a neo-hipster direction). 

- Los Angeles Street seems like the one best positioned to take advantage of 
Downtown’s renewed energy. Not only is it effectively sitting on the eastern 
edge of the resurgent core, but also, moving east from Broadway, it is the 

first north-south corridor with a largely continuous retail fabric at ground level. 
And in addition to its existing trees, the City is about to commence with a 
round of streetscape improvements. 

Even more importantly, property owners on Los Angeles Street, unlike those in 
Santee Alley, would probably not have to drop their rents much if at all in 
order to catalyze change in the retail mix. Ground -floor space there is 

currently priced in the range of $2.00 to $3.00 per square foot (net), in line 
with what neo-hipster businesses are able to absorb. 
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Some of the higher- profile landlords on Los Angeles Street have also expressed 
a willingness to “partner” with their leasees, which could include, for instance, 
the “T.l.” allowances that such entrepreneurs typically need. They say that 
they are prepared to wait for the “right” sorts of tenant(s), and seem open 

to working together towards a common vision. 

Typically, food, fun and socializing - that is, restaurants, cafes, bars and other 

entertainment venues - acts as the catalyst for urban transformation. Property 

owners should realize, however, that the kinds of concepts most likely to 

generate buzz very often involve undercapitalized entrepreneurs who will need 

help with build-out costs, particularly if they have to build a new kitchen from 

scratch. 

Finally, and perhaps counterintuitively, the corridor’s (and district’s) evolution is 
more likely to proceed in a linear fashion and without mass dislocation if it 

stays below the radar: while the instinct might be to publicize and promote, the 
resulting attention can backfire, with the hype leading to speculation, and 

ultimately, to rents well beyond what interested tenants can afford or sustain. 
Indeed, some contend that this is already happening in the Arts District. 

- While Downtown’s continuing “neo-hipsterfication” has been imbued with an 

aura of inevitability, there are also signs that this transformation could face 

rising opposition in the years ahead, perhaps slowing if not stopping its 

eastward march through the Fashion District. 

Partly this is a reflection of anxieties at the national level about widening 

inequality, but also, Los Angeles has emerged as a flashpoint of sorts for the 
anti-gentrification movement , with the aggressive pushback in Boyle Heights, the 
lawsuits filed by former Grand Central Market vendors, the protests in Downtown 
Santa Ana, etc. 

And if the example of other cities is any guide, there will also be - if there is 
not already - considerable resistance to the idea of rezoning 
industrial/wholesale quarters like the Fashion District so as to allow for more 
residential uses, even if that is the direction in which the market appears to be 
headed. 
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It would be wise, then, to consider tenanting efforts within this sociopolitical 
context. For example, while the dramatic increase in well-heeled Downtown 

residents, coupled with the more reasonable rents in the Fashion District, might 
suggest an opportunity in the upmarket home-furnishings space, this could play 
directly into the hands of such opposition. 

The same holds for restaurants, cafes, bars and other entertainment venues. 
While Bottega Louie and Bestia deserve much credit for catalyzing, respectively, 
the Downtown core and the Arts District, both are concepts that, in their 

menus, pricing and vibe, appeal to a relatively narrow slice of the market and 
can reinforce anxieties about neighborhood change. 

They also fail to take advantage of food’s unique ability to appeal across 

cultural and socioeconomic lines. In order to tap the full range of available 
submarkets as well as preempt possible resistance, Fashion District property 

owners should consider restaurateurs with a demonstrated interest in and track 
record of drawing from a wide variety of diners, including, most importantly, 
neo- hipsters and blue-collar Latinos. 


In conclusion, it bears reiterating that these findings represent the results of a 
cursory assessment and not a full-fledged analysis. Obviously, the Fashion 
District is a very large and incredibly complex study area, with other imperatives 
and dynamics that do not necessarily relate to Santee Alley or to other parts 
of Downtown. So, while MJB has hopefully provided a useful starting point 
here, an even more extensive study effort might still yet be indicated. 
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12501 Chandler Blvd. Suite 101 
Valley Village, CA 91607 
818-509-5780, fax.81 8-509-5799 

Mario Galvez 

General Manager, Star Parking LLC. 

December 06 , 2016 

Randall Tampa 

Operations Director 
LA Fashion District 
424 E. 15 th Street #11 
Los Angeles, CA. 90015 


Dear Mr. Tampa: 


It will indeed be a pleasure to get associated with a company like yours. We are 
pleased to present this revised proposal. After care full review of the parking 
Lot with about 28 workable spaces and about 12 spaces for your company staff, 
located at comer of 16 th Street and Maple St. We can offer you $2,000.00 per 
month if we can get a 3 year or $1,700.00 per month for a 1 or 2 years 
lease/rent/agreement. We will provide one attendant and daily supervision from 
8am-6pm to look over the parking and maintain it clean and secured while on 
duty. 

We will also have full required insurance both General Liability insurance and 
Workers Comp. 

You can contact me by phone or email address: galvezstarp@yahoo.com for 
your queries about this proposal. 



